Brazilian everyday culture throughout most of the century, being used only by foreigners and certain individuals. By means of the newly implemented federal tax on consumption and other quantitative and qualitative sources it can be shown that, by 1930, beer had evolved towards a good of mass consumption, displacing wine and wine-like sugar cane brandy derivatives as the principal alcoholic beverages. Although coffee remained the most important drink with respect to the consumption per capita ratio, it was the growing brewing industry, which tied up the vast majority of all resources invested within the production and distribution of beverages. The ascendency of beer represents the most evident innovation within the branch.
Using unpublished documentation out of the Brahma archive, the evolving beer market within the then-capital is analysed in four different perspectives: industrialisation, hygienisation, the development of advertising and marketing, and finally the transformation of gastronomy in Rio de Janeiro. Industrialisation refers to the implementation of an industrial mode of production in the brewing business, characterized by large investments in machinery, warehouse capacity and cooling systems, the latter being indispensable in Brazils tropical environment. Brahma played a key role in that process almost from the beginning. Founded by a Swiss immigrant it was taken over by a group of German traders who converted it into one of the first lager breweries in the country. Although at times a number of other industrial breweries existed in and around Rio de Janeiro, none of them could really challenge the position of the local market leader. They were eventually taken over by Brahma, which was changed into a joint stock company in 1904. Apart from the Brahma-dominated lager sector, a considerable number of small-scale breweries supplied a less prosperous clientele in the city with top-fermented brewages.
Trying to set itself apart from these producers of the so called marcas barbantes and other manufacturers and traders of beverages and in particular of wines -who had the reputation of notoriously adulterating their commodities -Brahma made the issue of product quality a key element of its corporate strategy. Sponsoring various publications, where the products of the modern brewing industry in general and those of the company in particular were praised as absolutely inoffensive and hygienic as opposed to the top fermented beers and wines, the company had to introduce a certain degree of internal quality control in order to maintain its public credibility.
As in the case of food control, Brahma and other lager breweries led the way in the field of advertising and marketing. The development of trademarks proved to be crucial for the firms' success. Just as their competitors, Brahma invested large sums in advertising and merchandising, distributing free posters, calendars and other promotional gifts. The company's strong influence on a growing number of restaurants and inns in Rio de Janeiro was another aspect of this marketing policy. Acting as creditor, Brahma forced the dependent publicans not only to sell exclusively its own products but also took decisive influence on the internal design of the establishments through the provision of furnishings. The brewery maintained a carpentry to assemble and renovate refrigerators and other pieces of furniture. In this manner, it supported the coming up of new types of inns as e. g. the beer bar in Rio de Janeiro, pushing back traditional taverns and small stores (vendas) where wines and sugar cane brandy were the preferred drinks.
Altogether the expansion of beer consumption came along with a significant modernisation of beverage production and commerce in Rio de Janeiro. One could even argue that a modern consumer market for beverages only came into existence with the appearance of industrial brewing together with professional marketing and retailing, not to mention the emergence of drink cooling, which was facilitated by Brahma and other breweries through the provision of ice and refrigerators. The evolving consumer market for beverages therefore hints at a profound economic, social and cultural change in Rio de Janeiro at the beginning of the twentieth century that has thus far not been sufficiently addressed by the city's historians.
